of the environment (Manaktola & Jauhari, 2007; Kilbourne & Pickett, 2008; Cheah & Phau, 2011) . With regard to increasing environmental concerns, Indian consumers are on the same footing as global consumers (Jain & Kaur, 2004; Chitra, 2007; Mahapatra, 2013; Khan & Kirmani, 2014) . According to Khan et al. (2012) , concern in India is mounting over an ever-growing list of environmental problems owing to increasing industrialisation as also pressure of growing population. It is, therefore, a widely accepted fact that environmental concern of consumers, around the globe, has increased. This enhanced environmental concern has resulted in growing demand of products which are friendly to the environment (Ramayah et al., 2010) . Hence, it can be inferred that environmental concern of consumers has moved in to mainstream marketing and has compelled business firms to embrace green philosophy in their business activities.
Thus, the business firms are contemplating ways and means to go green. In fact, the last few decades have witnessed a flurry of products in the market which have features favourable to the environment. These products are known as green products and they have eco-friendly designs, minimum of packaging, low pollution causing potential and are recyclable (Elkington & Makower, 1988; Chen & Chai, 2010; Pedro et al., 2013) .
Previous researchers have explored whether the heightened environmental concern leads to favourable attitude of consumers towards green products (Chan, 2000; Hassan, 2014; Tang et al., 2014) . These researchers have observed that consumers who are more concerned about environment are more positive towards the green products. However, there are other researchers who have indicated that environmental concerns do not necessarily lead to positive attitude towards green products (Tang & Chan, 1998; Straughan & Roberts, 1999; Akehurst et al., 2012) . Thus, the findings are inconclusive and hence, there is a pressing need to revalidate the relationship between environmental concern and attitude towards green products in order to reach specific conclusions.
Moreover, majority of studies on green preferences of consumers have been performed in western countries with scant research available in the Indian context. Thus, study in this domain in Indian context is necessary for two reasons: First, environmental problems are escalating in India and hence, previous studies specific to environmental issues have suggested that appropriate action needs to be taken immediately to reverse the trend of fast deteriorating environment (McMichael, 2000; Smith, 2002; Widmer et al., 2005; Auffhammer et al., 2012; Narain, 2015) . Secondly, previous studies have also suggested that the affinity of Indian consumers for green products has increased over the years and hence, they are being seen as potential users of green products (Manaktola & Jauhari, 2007; Khare, 2014) . In this regard, there is a pressing need to explore the relationship between environmental concern and attitude of consumers towards green products. Additionally, there is a pressing need also to identify the predictors of environmental concern of consumers.
Thus, present study attempted to explore the relationship of environmental concern of consumers and their attitude towards green products and also tried to identify the predictors of environmental concern of Indian consumers.
LITERATURE REVIEW
The green preferences of consumers has been studied by the researchers employing different approaches. A pioneering study on consumers' green preferences was done by Kinnear et al. (1974) in which the researchers explored the characteristics of ecologically concerned consumers. Since then, a large number of studies have been performed in different parts of world exploring the attitude of consumers towards green products.
The researchers have indicated that consumers who are concerned about environment are more likely to be involved in green product purchasing (Vernekar & Wadhwa, 2011; Khan & Kirmani, 2014; . A large number of researchers have also observed that consumers desire green products even to the point that they are willing to pay a premium for these products (Coddington, 1990; Myburgh-Louw & O'Shaughnessy, 1994; Laroche et al., 2001; Cheah & Phau, 2011; Khan & Kirmani, 2015) . The researchers have also explored the factors which influence environmental concern and thereby, attitude of consumers towards green products (Laroche et al., 2001; D'Souza et al., 2006; D'Souza et al., 2007; Suplico & Salle, 2009; Akehurst et al., 2012; Iravani et al., 2012; Mourad & Ahmed., 2012; Hassan, 2014) . These factors are discussed in detail in subsequent sections.
Positive Influence of Religiosity on Environmental Concern
Engelland (2014) defined religion as a system of belief that recognizes a divine power (or powers) as the creator and ruler of the universe. Religiosity, on the other hand, is a belief of an individual in God and his commitment to his religion (McDaniel & Burnett, 1990; Johnson et al., 2001; Sungkar, 2010; Mas'od & Chin, 2014) . Previous researchers have established a relationship between religiosity and consumer behaviour (Ibrahim et al., 2008; Mokhlis, 2009; Choi, 2010; Lau, 2010) . According to Hassan (2011) , religious values directly and indirectly impact the actions of human beings.
With regard to environmental concern, evidence supporting protection of environment can be found in religious scriptures of all the major religions of the world. For instance, Rice (2006) and Hassan (2014) had identified some verses of Holy Quran and some Hadith1 from Islam which emphasize on environmental protection and consider it the duty of mankind to preserve their environment. Similarly, researchers have identified some references from Vedas2 and other Hindu scriptures that support environmental protection (Dwivedi, 1990; Roy, 1993; Sullivan, 1998; Nelson, 1998; Narayanan, 2001; Jha, 2002; Mawdsley, 2004; Saxena, 2013) . The role of teachings of Christianity in the context of environmental concern has been a subject of debate. For example, there is a perception that Christianity emphasizes on 'mastery over' nature and hence, negatively influences environmental concerns of consumers (White, 1967; Guth et al., 1995; Taylor, 2008) . However, there are studies that contradict this view and highlight that Bible recognizes environmental protection as the duty of mankind (Naess, 1989; Whitney, 1993; Saxena, 2013) .
It should also be noted that religious scriptures emphasize on the simple and contained life, and the current environmental crisis also demands the same (Dwivedi, 1990; Rice, 2006) . Due to this, the highly religious individuals are expected to be more conservative than the individuals who are low on religiosity (Delener, 1994; Sood & Nasu, 1995; Anuar & Mohamad, 2012) . Moreover, religiosity also helps in the interpretation of ethical nature of consumer behaviour (Magill, 1992) .
Thus religiosity has been considered as an important construct which can influence environmental concern of consumers (Rice, 2006; Chai & Chen, 2009; Mohamad et al., 2012; Hassan, 2014) . In fact, the researchers have suggested that proper understanding of environment is not possible without proper understanding of religious teachings (Hopkins et al., 2001; Foltz et al., 2003) . To strengthen this notion, previous researchers have explored the relationship of religiosity and environmental concern and observed that the intensity of religious beliefs is positively associated with pro-environmental attitude, i.e. a more religious consumer is more likely to be involved in environmentally friendly behaviour (Stern et al., 1999; Chai & Chen, 2009; Rice, 2006; Kalamas et al., 2014) . In this regard, Granzin and Olson (1991) have observed that highly religious people are more interested in recycling and reusing the items. Recently, Hassan (2014) has also obserserved that religiosity influences environmental concern of consumers. Thus, the following hypothesis was framed:
H 01 : Religiosity significantly and positively influences environmental concern of consumers.
Positive Influence of Collectivism on Environmental Concern
Collectivism is the conviction that focuses on interdependence, in-group harmony, family security, group-oriented goals, social hierarchies, cooperation, and a low level of competition (Hofstede, 1980; Triandis, 1993) . In fact, the concept of collectivism prefers helping each other and consideration of group goals over personal benefits (McCarty & Shrum, 1994; Laroche et al., 2001; Gundlach et al., 2006; Zhao & Chen, 2008) . More specifically, the collectivists are concerned about the welfare of society and are committed to their duties and obligations (Hofstede, 1980; Laroche et al., 2001; Kim, 2011; Cho et al., 2012) . In relation to environmental protection, Triandis (1993) has suggested that people who are high on collectivism are more inclined towards the environment. Similarly, McCarty and Shrum (1994) have indicated that the collectivists are more likely to be involved in recycling activities.
Thus, collectivism has been considered as an important construct influencing environmental concern of consumers and hence, the influence of collectivism values on green preferences of consumers has been widely researched (Chan, 2001; Laroche et al., 2001; Kim & Choi, 2005; Leonidou et al., 2010; Cheah & Phau, 2011 , Cho et al., 2012 . However, the findings are inconclusive. Kim and Choi (2005) , based on their literature survey, posited that environmental concern is an important construct that intervenes in the relationship of collectivism and green buying behaviours. However, their empirical findings have suggested that there is no significant relationship between collectivism and environmental concern. Leonidou et al. (2010) have indicated that collectivism is an important factor in the formation of inward and outward environmental attitudes and a person who is driven by collectivistic values is more concerned about the preservation of environment. To gain deeper insights, Cho et al. (2012) explored the influence of horizontal collectivism (emphasis on personal goals along with group goals), vertical collectivism (willing to sacrifice their personal goals for group goals) and confucian collectivism (based on group behaviour regulation, group conformity, interdependence and face-saving) on the environmental attitude of the consumers and observed that horizontal and confucian collectivism were positively related and vertical collectivism was negatively related to the environmental attitude. Thus, it seems that collectivism has a bearing on the environmental concern of consumers and hence, following hypothesis was framed:
H 02 : Collectivism significantly and positively influences environmental concern of consumers.
Positive Influence of Eco-literacy on Environmental Concern
Eco-literacy is defined as the measure of the individual's ability to identify and understand an ecologically-related symbols, concepts and behaviours (Laroche et al., 1996) . Knowledge of environment help consumers to evaluate offerings from business firms and hence, influences their decision process at every stage (Alba & Hutchinson, 1987; Laroche et al., 2001 ). Previous researchers have indicated that the consumers' environmental knowledge influences their concern about environment (Vining & Ebreo, 1990; Amyx et al., 1994; Chan, 1996; Fraj & Martinez, 2006; Rios et al., 2006) . Additionally, many studies profiling green consumers have also mentioned a strong positive relationship between level of education and environmental awareness, attitudes and behaviours (Chan, 1996; Widegren, 1998) . Similarly, Cheah and Phau (2011) have indicated that eco-literacy is a significant predictor of environmental attitude of consumers. Nath et al. (2014) 
Positive Influence of Environmental Concern on Attitude of Consumers towards Green Products
Researchers have contradictory views on the linkage between environmental concern and various determinants of attitude towards green products (Tang & Chan, 1998; Straughan & Roberts, 1999; Bamberg, 2003; Kim & Choi, 2005; Kilbourne & Picket, 2008; Lee, 2008; Awad, 2011; Akehurst et al., 2012; Hassan, 2014; Tang et al., 2014) . Some previous studies have observed that environmental concern is less important in influencing environmental conscious behaviour of consumers (Tang & Chan, 1998; Straughan & Roberts, 1999; Akehurst et al., 2012) . But, a significant number of researchers have observed a positive relationship between environmental concern and green purchase decisions of consumers. For example, a weak relationship between environmental concern and green purchasing intentions was observed by Bamberg (2003) who suggested that environmental concern has a substantive direct effect on the perception and evaluation of the situationspecific cognition, especially the personally salient behavioural consequences. Similarly, Kim and Choi (2005) had observed a direct relationship between environmental concern and willingness to purchase green products and suggested that consumers who possess strong environmental concern are interested in consumption of products that reflect that concern. Kilbourne and Picket (2008) have also suggested that when concern for the environment increases, consumption becomes more environmentally responsible and consumers shift their consumption patterns by buying green products or by reducing their overall level of consumption. According to Awad (2011) , the green consumers have high orientation towards preserving the environment and natural resources which is reflected in their product choices. Recently, Tang et al. (2014) treated environmental concern as an important predictor of consumer attitude towards green products. In their study on Chinese consumers, they observed that consumers' environmental concern is a key factor which significantly influences the consumer attitude towards environmentally friendly products. Based on the discussion, following hypothesis was framed:
H 04 : Environmental concern significantly and positively influences attitude of the consumers towards green products.
PROPOSED RESEARCH MODEL
On the basis of literature review and ensuing hypotheses, the researchers proposed a research model for the present study (Figure 1) . Figure 1 summarizes the relationship between dimensions such as religiosity, collectivism, eco-literacy with environmental concern as also environmental concern with attitude of consumers towards green products.
METHODOLOGY AnD MEASUREMEnT
As the present study was cross-sectional in nature, the data was generated only once from the sample using a structured questionnaire. The questionnaire was divided into two sections. The items in the first section of the questionnaire were based on a five-point Likert scale and were intended to measure religiosity, collectivism, eco-literacy, environmental concern and attitude towards green products. The second section of the questionnaire was designed to generate demographic data pertaining to gender, age, educational qualifications, and monthly family income of the target consumers. Data was generated from a researcher controlled sample of graduate and postgraduate students enrolled in educational institutions located in the national capital of India (New Delhi) and surrounding areas popularly known as National Capital Region (NCR). The rationale for choosing New Delhi and NCR for the present study was twofold. First, New Delhi is the most polluted city of India (Chauhan, 2015) and, secondly, students enrolled in educational institutes in New Delhi and NCR come from all parts of the country and hence are culturally diverse (Khan et al., 2012) . Further, they exhibit cosmopolitan outlook, generally have a middle class background; and student samples have long been the preferred group in similar studies (Bamberg, 2003; Lee, 2008; Awad, 2011; Cho et al., 2012; Uddin & Khan, 2016) . Hence, students enrolled in educational institutes of New Delhi and NCR can be taken as surrogates for the country as a whole (i.e. India) for the purpose of this study.
The data was generated from 600 students; of these 85 responses were incomplete in various respects and hence were not included in the final analysis. Thus, feedback from 515 respondents was subjected to final analysis. The recommendations from previous researchers suggest that this sample size is adequate for employing multivariate data analysis such as exploratory factor analysis and structural equation modelling (Hair et al., 2010; Wolf et al., 2013; Khan & Adil, 2013) . The data so generated was statistically analyzed and interpreted using the statistical software SPSS 20.0 (Statistical Package for Social Sciences) and AMOS 20.0 (Analysis of Moment Structure).
MEASUREMEnT OF VARIABLES
Exploratory Factor Analysis (EFA) procedure was employed to check for unidimensionality of each construct. Principal component analysis (PCA) technique was used for factor extraction and varimax rotation technique was employed for arriving at the solution. The scale items to measure the constructs considered in proposed model were pooled together from various sources as presented in Table 1 .
The six items to measure religiosity were pooled together from the studies by Essoo and Dibb (2004) and Kalamas et al. (2014) . Out of these six items, only three were retained after EFA. To measure collectivism, four items were pooled together from the studies by Laroche et al. (2001) and Cheah and Phau (2011) . One item having loading less than 0.4 was dropped while remaining items with satisfactory loadings (>0.4) were retained. In order to measure eco-literacy, five items were adapted from a study by Paço et al. (2010) . Four items were retained for further analysis because one item had loading less than 0.4 (Table 1) . For environmental concern, items were adapted from a study by Bamberg (2003) and only three out of seven items were retained. Items to measure attitude towards green products were based on the studies by Paço et al. (2010) and Iravani et al. (2012) . Four out of six items were retained.
As can be observed in Table 1 , all the constructs had acceptable KMO and significant BTS values. The variance explained by the constructs was satisfactory and all of them also had acceptable Cronbach's alpha values (Hair et al., 2010) .
AnALYSIS AnD FInDInGS
To understand interrelationships among the study constructs, the proposed model was validated employing Structural Equation Modelling which is a two-step modelbuilding approach that involves validating the measurement model followed by validation of hypothesized linkages through structural model (Hair et al., 2010) .
7.
MEASUREMEnT MODEL (COnFIRMATORY FACTOR AnALYSIS)
All items loaded significantly on their corresponding factors and had loadings in the acceptable range ( Figure 2 and Table 2 ).
The accepted and observed values for the fit indices have been presented in Table 3 . The Chi-square value was 264.925 with 109 (Table 3 ). In addition, the researchers also validated the research instrument. For this purpose, average variance extracted (AVE) measure was employed to evaluate the discriminant and convergent validity (Fornell & Larcker, 1981; Hair et al., 2010) . It should be noted that AVE is calculated as mean variance extracted for the item loadings on a construct and is summary indicator of convergence (Hair et al., 2010) .
It can be observed in Table 4 that AVE for each construct was greater than 0.5 which indicates adequate convergent validity, i.e. multiple methods of measuring a variable provide the same results (Fornell & Larcker 1981; O'Leary-Kelly & Vokurka, 1998; Seth et al., 2008; Hair et al., 2010; Gaskin, 2012; 167 M.D.Kirmani / SJM 11 (2) (2016) Khan & Adil, 2013) . It can also be observed in Table 4 that square root of AVE (diagonal values highlighted in bold) for each construct was greater than inter-construct correlations indicating adequate discriminant validity, i.e. the measures of different latent variables are unique (Fornell & Larcker 1981; O'LearyKelly & Vokurka, 1998; Hair et al., 2010; Malhotra & Dash, 2011; Khan & Adil, 2013) . The composite reliability (CR) for each factor has been presented in Table 4 . For all constructs, CR was above the minimum threshold of 0.70 indicating satisfactory internal consistency in all the constructs (Fornell & Larcker 1981; Hair et al., 2010; Malhotra & Dash, 2011; Kangas et al., 2016) . Thus, reliability and validity measures of study constructs were within acceptable range and hence, researchers proceeded for validating the proposed model and hypotheses.
STRUCTURAL MODEL
The results of proposed structural model can be observed in Figure 3a and Table 5 . Of the four hypothesized relationships, three were statistically significant and were in the expected direction (p<0.01), supporting H02 (collectivism→ environmental concern), H03 (eco-literacy→ environmental concern), and H04 (environmental concern→ attitude towards green products). However, relationship of religiosity with environmental concern was not found to be significant (p>0.05), thereby leading to rejection of H01 (religiosity → environmental concerns). The goodness-offit indices suggest that the proposed model fits the data well (Table 6) .
However, in order to refine the model and improve the model fit indices further, the modification indices were checked. A modification index is calculated for every possible relationship that is not estimated in 168 M.D. Kirmani / SJM 11 (2) (2016) 159 -179 a model (Hair et al., 2010) . A high modification index was present for the causal relationship from collectivism (Collect) to attitude towards green products (AttGP). This relationship also had theoretical support. Chan (2001) and Cheah & Phau (2011) validated this relationship and found significant influence of collectivism on attitude of consumers towards green products. Therefore, there existed sufficient theoretical evidence to add new hypothesis as also a new path in the model: The new path was found to be significant with standardized regression weight of 0.371 (Figure 3b ). Thus, H05 was empirically supported confirming the findings of Chan (2001) and Cheah and Phau (2011) that collectivism significantly and positively influences consumers' attitude towards green products. The model fit indices also improved further (Table 6 ).
The deletion of path indicating nonsignificant relationship between religiosity and environmental concern (Table 5) led to further improvement in the model parameters (Table 6 ). The final model has been demonstrated in Figure 3c .
DISCUSSIOn
As already stated, the objectives of the present study were twofold. In the context of first objective, the study findings suggest that if concern for environment is high among the consumers than it leads to positive inclinations towards green products. This finding is in line with observations in previous studies that environmental concern impacts the purchasing intentions of the consumers (Bamberg, 2003; Kilbourne & Picket, 2008; Awad, 2011; Tang et al., 2014) . Hence, the present study has strengthened the notion that those consumers who are aware of environmental problems and who are willing to participate in environmental conservation initiatives are more likely to purchase green products.
With regard to second objective, the study findings indicate that religiosity does not play any significant role in determining the environmental concern of consumers. This appears to be contrary to the observations of previous researchers (Stern et al., 1999; Rice, 2006; Hassan, 2014) as also the religious teachings of all the major religions of the world. A plausible explanation for such finding may be younger age profile of the respondents for whom religion may have more to do with spirituality and less with materialistic decision making where they tend to be more objective and practical in outlook (Vitell et al., 1991; Fullerton et al., 1996; Rawwas & Singhapakdi, 1998;  & McConnel, 2006; Stoppa & Lefkowitz, 2010) . On the other hand, variables such as collectivism and ecoliteracy emerged as predictors of environmental concern of consumers.
Boyatzis
Researchers such as Leonidou et al. (2010) , Cho et al. (2012) and Wang (2014) have also observed that collectivists are more concerned about the environment than those consumers who do not believe in collectivism. Similarly, the previous studies by Laroche et al. (2001) and Cheah and Phau (2011) had also supported that eco-literacy is an important determinant of environment related attitude of consumers. Additionally, collectivism was also found to influence attitude towards green products directly, supporting the findings of previous researchers that collectivism values of consumers have a bearing on green product purchasing intentions of consumers (Chan, 2001; Cheah & Phau, 2011; Wang, 2014) .
Thus, on the basis of findings of this study, we can safely conclude that collectivism and eco-literacy increase consumer concern for the environment leading to positive attitude towards green products.
It should be noted that collectivism has emerged as an important construct because it influences attitude of Indian consumers towards green products directly as well as indirectly through environmental concern. This is line with the submission by previous researchers (Sinha & Tripathi, 1994; Ghosh, 2012; Chadda & Deb, 2013) that Indians are more inclined towards collectivism than individualism.
These researchers have posited that collectivism values are more acceptable in Indian society and hence, Indians find it more convenient to realize their goals through collectivistic means. Thus, it can be surmised that collectivism values can be considered as of focal interest for marketers of green products in India. The marketers should try to manage collectivism values of Indian consumers to effectively promote green products, especially in initial stages of product launch so as to break early the contrary decision making patterns.
In this regard, Laroche et al. (2001) had suggested that the packaging of green products should stress on welfare of society, security and warm relations as virtues of green consumption. Laroche et al. (2001) envisaged that this would not only promote eco-friendly consumption but would also prove profitable to the green marketers.
Marketers of green products also need to aid consumers in increasing the knowledge about pressing environmental issues. The study findings have indicated that knowledge about the current state of environment and also about the possible repercussions of 171 M.D. Kirmani / SJM 11 (2) (2016) Cheah and Phau (2011) have suggested the use of environmental symbols on product labels and packaging in order to educate consumers about the existing environmental issues. This will help in creating general awareness about environmental problems among the consumers and will also explain environmental benefits the product is likely to offer. A positive fallout of such a strategy is that environmentally aware consumers are likely to share and spread knowledge about environmental sustainability in their peer groups (Lee, 2008; Lee, 2009; Khare, 2014) .
LIMITATIOnS AnD FUTURE RESEARCH DIRECTIOnS
The findings of the present study pertain to Indian consumers only and hence, replicative studies would help re-validate the study findings in other cultural contexts. Further, the present study focusses on young consumers only where previous researchers have observed that influence of religiosity is limited to only spiritual aspects and does not affect their practical decision making (Vitell et al., 1991; Fullerton et al., 1996; Rawwas & Singhapakdi, 1998; Boyatzis & McConnel, 2006; Stoppa & Lefkowitz, 2010) . Hence, future researchers are advised to re-validate the relationship between religiosity and environmental concern for different age groups. Furthermore, the present study took into consideration only a few variables. Other variables that may relate to environmental concern and attitude towards green products such as interpersonal influence (Lee, 2008; Lee, 2009; Khare, 2014) and perceived consumer effectiveness (Ellen et al., 1991; Jain & Kaur, 2004; Cho et al., 2012) may also be taken into consideration in future works. Next, the present study has explored only the attitude of consumers towards green products while there are evidences from earlier research that there is inconsistency between the attitude of consumer and their actual green behaviour (Carrington et al., 2010; Papaoikonomou et al., 2011; Davies et al., 2012) . Hence, another interesting theme of the future works may be to explore the linkage between attitude of consumers towards green products and their actual purchase behaviour. It also needs to be explored whether the attitude per se leads to actual behavior and if it does not, it needs to be looked into as to what are the factors that act as a barrier to willingness to engage in actual behavior. Lastly, present study considered green products in general but to get deeper insights, future researchers need to replicate this work in the context of specific industries such as electronics, automobiles, hotel, etc.
ЕКОЛОШКА СВЕСТ И СТАВОВИ ПРЕМА "ЗЕЛЕНОЈ" ПРОИЗВОДЊИ: ПРИМЕРИ ИЗ ИНДИЈЕ Mohd Danish Kirmani, Mohammed naved Khan Извод
Циљ овог рада је да истражи повезаност између еколошке свести купаца и њиховог става о "зеленој" произвдњи, као и да идентификује предикторе еколошке свести. Подаци су сакупљени из селектоване групе студената на основном и последипломском нивоу, који студирају у главном граду Индије (Њу Делхију). Такође, подаци су сакупљени из околних области које спадају у регион ове националне престонице. Сакупљени подаци су анализирни применом моделовања структурних једначина (СЕМ). Резултати студије показују да еколошка свест има значајан и позитиван утицај на ставове према "зеленој" производњи. Колективизам и еко-писменост истичу се као значајни предиктори еколошке свести купаца. Очекује се да резултати ове студије помогну експертима маркетинга у разумевању улоге фактора као што су религиозност, колективизам, еко-писменост и еколошка свест у формирању става према производима на тржишту.
Кључне речи: Религиозност, колективизам, еко-писменост, еколошка свест, став ка зеленој производњи, SEM, Индија
